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ABSTRACT 
Technological advances in media and communications have changed both the climate 
and vernacular of the industry. In light of this, educational institutions that offered 
programs in the areas of "Visual Communications" were challenged of assuring they 
have a name that accurately represents the current industry's environment. The 
Wisconsin Technical College System (WTCS) has three such schools, each with a 
program named "Visual Communications" (Vis Comrn). These programs were 
contemplating a name change, but there was insufficient data to support a decision. This 
study will provide some of the data necessary in order to make an informed choice. 
Prospective students and industry employers are the two major groups that can 
influence programmatic changes, including a change in the program name. This study 
was conducted using business and industry representatives in the La Crosse, Madison and 
. . . 
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Milwaukee, Wisconsin, Designated Market Areas (DMA's). These three DMA's 
comprise the same regions that have a WTCS Vis Cornrn program. The business and 
industry professionals, responsible for employment decisions, were asked to complete a 
survey to evaluate perceptions of the Vis Cornrn program name. An analysis of the data 
determined that "Visual Communications" was an acceptable and current program name, 
while it also identified other potential suitors, and further research opportunities. 
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Chapter I: Introduction 
"Our content is not only being digitized, it's being streamed, beamed, multicast, and otherwise 
stored and distributed in too many ways to describe or even remember." 
(Painchaud, 2000, p. 38). 
Background for the Study 
The last 30 years have been one of constant and radical change in the world of 
communications and media. These changes were highlighted briefly in the December 1998 
issue of AV Video Multimedia Producer (Dager, 1998). It labeled the 1970's as a "transitional 
period in this industry, much as the current era is" (p. 71). Before the 70's, the predominant 
means of newsgathering for television was with film. The article indicated that by the end of 
the decade, video was being seen as a viable force in newsgathering. The 1980's saw advances 
in quality, several new video formats, Apple's introduction of the extremely popular Macintosh 
computer, and the introduction of the world's first digital non-linear editor by Editing 
Machines Corporation. The 1990's, then, led a digital charge. Advances in computers and 
video capture equipment, coupled with the use and expansion of the Internet, brought about 
great convergence in the industry. It appears that in three short decades the field of 
communication and media production has been revolutionized. 
As knowledge and technology were broadening, similar aptitudes and abilities were 
needed for different job titles in the media industry. The United States Department of Labor's 
Occupational Outlook Handbook (United States Department of Labor, Bureau of Labor 
Statistics, 2004) used very similar terms when describing the nature of work done and working 
conditions for desktop publishers, photographers, and television/video/film professionals. 
Three Wisconsin Technical College System (WTCS) institutions have a program 
named Visual Communications (Vis Comm). These programs are set up to address the skill 
sets and knowledge base needed for employment in the design, media or communications 
industries. 
Vis Comm is an extremely broad term. Ultralingua (n.d.) defined it simply as 
"communication that relies on vision." A closer look at the curriculum in the three WTCS Vis 
Comrn programs (Western Wisconsin Technical College, n.d.; Milwaukee Area Technical, 
n.d.; Madison Area Technical, n.d.) revealed an emphasis ranging from multimedia, to audio, 
to video production, to graphic design. The objective of these programs is to give people entry- 
level training in the communications/media industry for meaningful employment. As a result of 
the education offered in the programs, some of the employment opportunities include web 
designer, creative director, multimedia design, video production, and computer animation. This 
is a very wide range of possibilities. 
While the jobs mentioned can reside under the Vis Comm umbrella, due to the 
atmosphere of change, they could also be summed up by the term "New Media," an expression 
that has gained popularity in the past decade (Wikipedia, n.d.). More support of this phrase can 
be seen in a 1999 report that focuses on the New Media movement and its implications in San 
Francisco. The report stated, "workers in this industry tend to be flexible, moving between 
different companies, projects and skills. They need a combination of skills that includes 
technological proficiency with software and hardware tools, business and communications 
skills, interpersonal skills and artistic talent" (Hyde, 1999, p. 3). These comments seem to 
match the descriptions of the Vis Comm programs with a good degree of accuracy. 
Computers have played a large part in the development of New Media and Vis Comm. 
They have not only sparked debate over literacy (Riesland, 2005), but they have also affected 
nomenclature and vocabulary. For example, in the video industry a term like "AIB roll 
editing," a technique requiring separate video sources (an "A" source and a "B" source) to run 
simultaneously to perform an effects edit, has less meaning today due to the nonlinear nature in 
which two video sources can be digitized and edited on a computer. 
As some terms are being rendered obsolete, there has been a great convergence 
between design and communications in this digital age. In an issue of Videography, Suematsu 
(2000) stated that the vast similarities and differences in job descriptions and titles "causes 
some confusion-both for myself and the world at large" (p. 34). In this day and age, 
photography, graphic design, three dimensional animation, and video production can all be 
done with a single laptop computer and one camera. Convergence has been evident, and has 
even been a theme at the National Association of Broadcasters conventions in Las Vegas 
(Dager, 1999). 
Blending can also be seen in technical college program names. What might be 
described as Vis Comm in WTCS is described as "Digital Arts," "Visual Arts," "Video and 
Digital Arts," or "Multimedia/Web Page Design" in some Minnesota Technical Colleges 
(Minneapolis Community and Technical College, n.d.; Dakota County Technical College, n.d.; 
Rochester Community and Technical College, n.d.). The variations in names can cause 
confusion in both the students interested in such programs and the employers who hire 
individuals in the design, media, or communications fields. 
In light of the current industry's atmosphere, the WTCS Vis Comm program's 
instructors and administrators held discussions about a potential name change in the spring of 
2005. WTCS administrators stated that the name change would not be allowed for just one or 
two of the Vis Comm programs, but that all three programs would have to agree to a name 
change in order for it to occur. Limited research was done for this meeting by one faculty 
member. A single job search engine was queried with several industry terms. This person 
documented that the keywords "visual communication" would bring up a significantly smaller 
number of job hits than terms like "digital media" or "multimedia." At the time of discussion, 
the faculty and administrators involved decided not to take action, but left the topic open for 
further discussion and research. To this date no additional discussions have taken place at the 
System level, and furthermore no significant research has been done on the topic of a potential 
name change, and its ramifications for the program. 
There are three major areas of concern with changing the name: the effect on marketing 
and retention (current and potential students), the effect on employer perceptions (area 
employers in the Vis Comm industry), and the effect on the articulation process with four year 
educational institutions (administrators and faculty at technical colleges, colleges, and 
universities). By completing one leg of the research needed (employer perceptions), the WTCS 
schools involved can move closer to making an informed, analyzed decision in properly 
renaming the Vis Comm program. 
Statement of the Problem 
WTCS Visual Communications programs are considering a name change. There is a 
lack of sufficient data to indicate the most appropriate name for these programs. 
Purpose of Study 
The purpose of this research is to identify perceptions of WTCS Vis Comm by design, 
media, and communications business and industry representatives in Milwaukee, Madison, and 
La Crosse. These three cities have been chosen because they are the cities possessing a WTCS 
Vis Comm program. A survey will be administered in the fall of 2005, and will be sent to a 
sample of the business and industry representatives in each city chosen. The results will help 
determine what program name best reflects current and possibly future job conditions in 
Wisconsin's Vis Comm industry. 
Research Questions 
The research questions that will help decide the general direction of the study are: 
1) Does the name "Associate of Applied Science in Visual Communications" affect 
the perceptions of WTCS Vis Comm industry employers? 
2) How should the Vis Comrn program name be updated to reflect recent changes that 
have occurred in the industry? 
3) What names would be better suited for the Vis Comm programs? 
4) How might those potential names have the staying power that Visual 
Communications has had? 
5) Would changing the Vis Comm program name affect placement? 
6) What differences can be seen between the business and industry representatives in 
the cities chosen? Do demographics or geography appear to play a role? 
Significance of Study 
The aim of this study is important for the following reasons: 
1) This research is being designed as a tool in a thoughtful decision making process. 
The findings will be used in conjunction with other research in order to assure the Vis Comm 
programs maintain high enrollment percentages and placement rates. 
2) While the purpose of the study is to determine the best name for the Vis Comrn 
programs, it is possible that researching this topic could reveal undetected industry trends. 
3) This problem may not be unique to the Vis Comm programs in WTCS. The 
research and conclusions can serve as a guide to other programs facing similar challenges. 
4) Some schools may be in the process of starting a program similar to Vis Comrn. 
The research and conclusions can serve as a foundation for institutions considering a media or 
communications program. 
Limitations of Study 
The study may be limited by the following factors: 
1) The sample of businesses will come from the La Crosse, Madison, and Milwaukee 
markets. These markets may have industry conditions which are different than conditions in 
other economies or geographical locations. 
2) The study will only survey businesses that are in the Vis Comm industry. 
3) The study will only look at the perceptions of business and industry. The study will 
not attempt to analyze the perceptions of prospective students, current students, WTCS faculty 
and administrators, or four-year colleges and universities. 
4) The study will be looking at business and industry perceptions of specific terms, 
definitions, or descriptions. 
5) Results will be tabulated from a survey. The survey was createdspecifically for the 
purposes of this research, therefore, no measures of validity or reliability have been conducted 
on it. 
6) As the results will be compiled from a survey, it is assumed that the response rate 
will be less than 100%. 
7) The conclusions to this study will be limited. While the findings may be useful to 
others, the information is directed specifically toward Vis Comm programs in WTCS. 
Definition of Terms 
The following is a list of terms to be used in the study: 
Animation. Defined simply as a "moving graphic image" (Coorough & Shuman, 
2005, p. 5 12). 
CD-ROM. "Stands for compact disc - read-only memory. A small, shiny disc that 
can hold about 650 megabytes of digital information. A CD player reads the encoded digital 
information using a laser beam. It is a read-only device" (Zettl, 2003, p. 533). 
Compression. Defined as a "technique that mathematically reduces the size of a file" 
(Coorough & Shuman, 2005, p. 514). This refers to files on a computer and their corresponding 
storage size. Compressed files take up less room than uncompressed files, usually at the 
expense of quality. 
Convergence. The melting or combining of disciplines within Visual 
Communications. They include television/video/film, audio, graphic design, multimedia, 
animation, web page design, and the Internet. 
DesignLProduction House. A business or company that specializes in media design 
and production. 
Designated Market Area ( D M ) .  Term used by Nielsen Media Research to estimate 
the number of television viewers in geographical markets. The statistic used in this study are 
for the 2004-2005 television season, and represent the number of television homes, and overall 
DMA U.S. rank out of 2 10 (Nielsen Media Research, n.d.). 
Digital Media. - see New Media 
DVD. "Stands for digital versatile disc. The standard DVD is a read-only, high 
capacity (4.7 gigabytes) storage device of digital audio and video information. Also called 
digital videodisc" (Zettl, 2003, p. 537). 
Hypertext/Hypermedia. "Language use to create Web pages"; "multimedia element 
on a multimedia Web site that serves as a trigger to another screen, page or topic" (Coorough 
& Shuman, 2006, p. 519). 
MPEG. Defined as a "compression formats established by the Motion Picture 
Experts Group" (Coorough & Shuman, 2006, p. 522). It is digitized and compressed video 
andlor audio. 
Multimedia. "The concept of a (computer) system that combines text with audio, video 
and still images to create an interactive application; frequently used attributively to 
describe such a system, for example multimedia computer or multimedia PC. It is also 
employed loosely to refer to any communications technique that involves more than 
one medium of expression" (The Oxford Dictionary of New Words, 1997, p. 200-201). 
Also known to "cover other types of computer-mediated communication, such as 
video conferencing and the World Wide Web, in a development sometime called hypermedia 
(a blend of hypertext and multimedia)" (The Oxford Dictionary of New Words, 1997, p. 200- 
201). 
New Media. "usually refers to a group of relatively recent mass media based on new 
information technology. Most frequently the label would be understood to include the Internet 
and World Wide Web, video games and interactive media, CD-ROM and other forms of 
multimedia popular from the 1990's on" (Wikipedia, n.d.). 
Nonlinear Editing. Method of editing that allows "instant random access to shots and 
sequences and easy arrangement. The video and audio information is stored in digital form on 
computer hard disks or readlwrite optical disks. Uses disk-based computer systems" (Zettl, 
2003, p. 545). 
Postproduction. "Any production activity that occurs after the production. Usually 
refers to either videotape editing or audio sweetening (postscoring and mixing sound for later 
addition to the picture portion)" (Zettl, 2003, p. 546). 
Video Production. "Video production is the art and service of producing a finished 
video product to a customer's requirement" (Wikipedia, n.d.). 
Visual Communication. "The communication of ideas through the visual display of 
information. Primarily associated with two dimensional images, it includes: alphanumerics, art, 
signs, and electronic resources. Recent research in the field has focused on web design and 
graphically oriented usability" (Wikipedia, n.d.). With the concept of convergence, and the 
mention of web design in the definition, visual communications can also be thought to include 
video production and 3-D animation. 
Chapter 11: Review of Literature 
Introduction 
The review of literature will start by delving into the evolving and changing 
environment in media and communications, with a selection of editorials and articles from 
media and communications technology trade magazines that will put the research into context. 
This will be followed by a section that looks at comparable names colleges and universities are 
using for their Visual Communications (Vis Cornrn) style programs. This chapter will conclude 
by covering the importance of branding and the implications it has for the Wisconsin Technical 
College System (WTCS) Vis Cornrn programs when combined with the intended survey results 
for this study. 
The Evolving and Changing Environment in Media and Communication Technology 
The recent scope of many industry or trade magazines is no longer focused on the 
"what i f '  or "when." Convergence is here, so the magazines are concerned with how to use the 
current and constantly evolving technology effectively. A look at the March 2005 issue of 
Videography will give the reader a glimpse of this. It is chalk full of equipment or technology 
case studies (Shatkin, 2005, p. 76), tips or tricks (n.a., Tips to clip, p. 74-75), and equipment 
reviews and previews (n.a., Toolkit, p. 14-24 & p. 34-58). 
It was not so long ago that several statements were made that predicted and indicated 
the future of Vis Comm was happening before everyone's eyes. Comments like "digital 
delivery of video is here, and it will get better every day" (Meisenbach, 1999, p. 32), and 
"video and/or audio is no longer the only delivery the client is looking for" (Lambert, 1999, p. 
3 l), were harbingers of today's media environment. 
The shifting balance of power was allowing small cooperatives or even individuals to 
compete with the large video production and special effects houses. This was due to better, 
cheaper technology that was easier to use. Frank McMahon (1 999) astutely observed; 
Until recently, digital effects were the exclusive domain of proprietary systems costing 
tens of thousands of dollars. However, desktop programs such as Commotion, Adobe 
After Effects, and Discreet Logic Paint and Effect are putting the power in the people's 
hands -typically at a price that is compatible with a small design house's bottom line. 
( P  34) 
A 1998 article in A V Video Multimedia Producer also highlighted this trend by claiming 
"compositing tools are no longer the exclusive province of well-heeled facilities" and that 
"desktops are doing the job of million-dollar equipment, but for a fraction of the price" 
(Ferster, 1998, p. 63). More training would be needed on a playing field that was in the process 
of being leveled. 
A 200 1 survey conducted by A V Video Multimedia Producer columnists confirmed 
these notions. Media usage and production was becoming broader, with high percentages of 
firms involved in web design, audio, CD-ROM creation, computer graphics presentations, 
photography, video production and prinvgraphic design (Faccone & Van Duesen, 2001). 
Business trends also indicated that over 69% of those surveyed increased the volume of work, 
and over 49% had increased their budgets. One disparaging finding in the study was that firms 
were increasing staff size, but at a slower rate than workload. People were being asked to do 
more by themselves. 
Consolidation, confusion, competition, and excitement were prevalent in many Vis 
Comm trade magazine editorials and articles in the late 1990's and early 2000's. McKernan 
was the editor of the magazine Videography in 1998 and 1999. During this tumultuous time, he 
made some interesting comments and observations. In the December, 1998 issue he talked 
about the transition to digital television (DTV) and how it is expanding the scope of video. 
That DTVYs extremes, high quality definition for broadcast and low quality definition for the 
internet, were cause for industry professionals to stay abreast of the current technology. 
The next month's issue, January, 1999, he continued his observations with the 
following comment: 
Amid these changing times, as every aspect of video production transitions to digital 
and new technologies force people to redefine the kind of work they do, the 
organizations that serve video professionals are discovering that they must redefine 
themselves as well. (McKernan, 1999, p. 4) 
He also stressed that diversity was fast becoming an important part of the professional video 
world. These are important points that educational institutions need to address too. As industry 
redefines itself, the colleges and universities need to keep pace and redefine themselves to fit 
the current environment so they may stay topical and relevant. 
This aspect is reinforced again just a few months later. The March, 1999 issue prepared 
its readers for what is known in the industry as NAB: the National Association of Broadcasters. 
When most industry professionals hear the acronym, they associate it with the yearly NAB 
meeting held every spring in Las Vegas, Nevada. The NAB conference is a haven of 
innovation. Many businesses save their newest products and updates for this 
meetinglconvention. The plethora of vendors at the show range from television production 
equipment, to graphic design software, to web creation tools, to computer hardware. If you are 
in the Vis Comm field and you need equipment, chances are you would find it at NAB. In this 
instance McKeman (1 999) took the opportunity of the then up-coming NAB convention to talk 
about the challenges and excitements video professionals were facing. 
Digital technologies are expanding the definition of what video is and are opening up 
new production opportunities: multiplexed broadcast channels, local cable productions, 
DVD's, video on the web, and even motion picture effects for high-end facilities.. . The 
digital odyssey has really just begun. (p. 4) 
McKeman saw the evolution in his industry. He saw videography colliding with other related 
fields. He saw convergence. He gave us no way of dialectically framing this event. Because of 
this, people were left to describe what was happening in their own terms. 
In McKernan's (1999) last editorial for the magazine, in May, he made the statement, 
"to say that the professional video industry is in a period of transition is an understatement. 
There are - and have been - so many transitions during the past decade that change truly is the 
only constantn(p. 4). He then went on to highlight one of the problems presented in this study: 
Transitioning to digital production has taken some getting used to, bring about new 
modes of working along with a lexicon of new terminology: nonlinear, compression, 
MPEG, etc. Although these transitions aren't always painless, most would agree 
they've enhanced relativity, opportunity and profitability. (McKernan, 1999, p. 4) 
Problems with terminology are often faced by businesses looking to fill media 
positions. In the magazine New Media, Sengstack (1 998) said being extremely precise with job 
descriptions, and careful with the word choice when looking for an employee, can pay 
dividends. Often expansive terms will result in a glut of applicants who are not qualified for the 
job. The trick is to know the buzzwords that will work; otherwise the time invested becomes a 
waste for those involved on both sides of the employment process, if not done succinctly. 
Educational institutions need to be in tune with prospective employers to ensure their programs 
are seen as current. The idea should be to have a program with a descriptive name without 
using the latest buzzwords that are constantly changing. This could help with the overall 
placement rate of graduating students. 
The problems and opportunities of the changing media environment were discussed in 
an educational context in the January, 2000 issue of Communications of the ACM (Cranitch, 
Gonzalez, & Jo, 2000). The article was written by lecturers and teachers of information 
technology and multimedia. It, too, described a rapid change in the multimedia environment, 
one in which the definition of multimedia itself seems to be broadening quickly. 
The authors stated "a major goal of universities has been to equip students with an 
intellectual culture that enables them to adapt to changing work environments for the duration 
of their careers" (Cranitch, Gonzalez, & Jo, 2000, p. 90). The article went on to say that the 
education should be built to form an extremely large base, and be comprised of much more 
than "just knowledge of facts or tool skills" (p. 90). Since multimedia can be seen as both a 
delivery platform and the content itself, students need to know more about computer 
components and electronics, interactivity and communication, as well as software platforms 
and basic ways they perform. Because of this, two types of people can be found in the field of 
multimedia: technical students and artistic students. 
The puzzlement comes into play when the educational multimedia article is compared 
with the talk in the video trade magazines. By reviewing both, the reader can see that the fields 
are slowly melting together. What then do we call this new area? Do we continue to use former 
terms to describe it? Do schools profess to be more on one end of the pendulum than the other? 
Will some terms eventually die? 
One answer to this question can be seen by turning to Drake University in Des Moines, 
Iowa. According to Drake Professors Todd Evans and John Lytle (personal communication, 
June 6,2005), the School of Management and Communications was recently formed by 
combining the College of Business and Public Administration with the School of Journalism 
and Mass Communications. Furthermore, within the new School of Management and 
Communications, the Bachelor of Arts degree of Electronic Media was created out of the 
Broadcast News and VideoITV Production majors. This was all done in about 1999. The 
decision was arrived at through inter department conversations and brief informal surveys of 
the industry and educational environments. This change sparked a lot of debate in the Iowa 
collegiate community as to which colleges and classes represented Electronic Media. To this 
date the faculty at Drake feels like the move was a success. 
Drake took the plunge. So did some other schools. What names were chosen? What do 
those names represent? What similarities exist between these programs and Vis Comm? The 
next step in answering these questions requires looking at other midwestern two and four year 
post secondary schools with similar programs and to the three WTCS Vis Comm programs. 
Naming, Identification and Branding of Visual Communication-type Programs 
Comparing the WTCS schools is not as easy as it looks on the surface. While each 
program is named Visual Communications, the program in Milwaukee has the phrase 
"Computer Graphics" attached as well (Milwaukee Area Technical College, n.d.). 
Photography, audio production, web site design, animation, multimedia and a small amount of 
digital video production comprise the bulk of the curriculum. Milwaukee is also in the position 
of being able to offer Associate of Applied Science (AAS) degree programs in 
"eCommerce/Web Administration," "Graphic Design," "Photography," and "Television and 
Video Production." The reason Milwaukee Area Technical College can afford to have all of 
these programs at once is probably closely related to the city's Designated Market Area 
(DMA) in which they rank 32 out of 210 total DMA's in the U.S., according to Nielsen 
Research (Nielsen Media Research, n.d.). In other words, Milwaukee has more people located 
near their facility. There is a greater chance of finding people interested in all of these fields in 
such a large population; therefore, they are able to offer more to the public. 
Madison Area Technical College is slightly different. Their Vis Cornm program has the 
words "Media Design" attached to it (Madison Area Technical, n.d.). The curriculum is mainly 
comprised of photography, some elements of graphic design, audio production, animation, 
multimedia production, web site design, and video production. Video seems to be more a part 
of this program than in Milwaukee. This may be due, in part, to the fact that Madison has fewer 
supportive (AAS) degrees. The other related programs in Madison are "Commercial Art" and 
"Photography." 
Finally, a look at Western Wisconsin Technical College's (WWTC) program yields yet 
another result. The program, located in La Crosse, Wisconsin, has strong concentrations in 
graphic design, web design, and video production. The program also contains elements of 
photography, audio production, and multimedia production. There are no animation courses 
offered, unlike at its sister schools. La Crosse has a much smaller pool of local residents to 
choose from, evidenced by their low DMA rank of 127 out of 2 10, even though they are 
combined with Eau Claire, Wisconsin to form their DMA (Nielsen Media Research, n.d.). The 
only other similar AAS degree offered in La Crosse is "Graphic Design." 
Each program has been given autonomy with their curriculum, since each is in a fairly 
unique and different demographic situation. Over time these programs have drifted to different 
spectrums within Vis Cornm. Since the WTCS administration will not allow only one school to 
switch (all three must be in agreement in order for a name change to take place), the name 
chosen cannot be so narrow as to exclude a school or force it to change its curriculum. If 
curricula changes are needed, they should be decided at the college level by the school's 
faculty, staff, administration, and advisory committee. 
Commonly Used Program Names in the Midwest 
What names are being used by other schools? Would any of them seem to also fit the 
wide array of Vis Comm offerings in WTCS? A closer look at some of these may produce 
some answers. 
Minneapolis Community and Technical College offers a program called "Video and 
Digital Arts" (Minneapolis Community and Technical College, n.d.). At first glance this 
program has an intense concentration on video production. It is more closely related to 
Milwaukee's "~elevision and Video Production" program. The word "video" does seem to 
steer one more toward video production and away from elements like multimedia and 
animation, however, the term digital arts is quite broad and may be seen as an umbrella for 
those areas to fit under. This name could have some merit. 
Dakota County Technical College, located in Rosemount, Minnesota, just south of 
Minneapolis, is home to a "Visual Applied Arts" program (Dakota County Technical College, 
n.d.). This name is also quite broad and has the ring similar to that of a four year institution. A 
closer look at the program's curriculum shows it is essentially the same as WWTC's Graphic 
Design program, with emphasis on still image production. This name could carry a connotation 
of print media and might not be suitable for the video, multimedia and animation aspects of Vis 
Comm, even though it is a broad title. 
An interesting model can be seen by visiting the website of Rochester Community and 
Technical College's (RCTC) "Digital Arts" department, located in Rochester, Minnesota 
(Rochester Community and Technical College, n.d.). This department is responsible for several 
degrees similar to those offered at WTCS schools. They include "Computer Art and Design," 
"Multimedia," and "Music Technology." The Multimedia track is similar to Vis Comm, and 
includes content areas in video production, audio production, web site design, interactive 
multimedia production, and animation. Taking those areas into consideration, Multimedia is 
another possible name to replace Vis Comm. 
One item to note: just as Milwaukee and Madison have extra descriptors attached to Vis 
Comm, RCTC has extra descriptors attached to Digital Arts. This concept could work for 
WTCS schools as well. They could keep the Vis Cornm name and attach the area of 
concentration, yet another possibility. 
It is also important to take a look at what some of the four year schools have done in 
this area. Viterbo University, located in La Crosse, Wisconsin, has recently established a new 
"Digital Media" degree in the School of Fine Arts (Viterbo University, n.d.). The program 
follows the same disciplines of Vis Comm, with concentrations in video production, animation, 
graphic design, and photography. Viterbo also offers a degree in "Graphic Design." It would 
appear, then, that Digital Media would be an acceptable name to replace Vis Comm, as well as 
aid in articulation between two and four year post secondary schools. 
Other colleges and universities are much broader. The University of Minnesota offers a 
degree in "Journalism and Mass Communications" (University of Minnesota, n.d.), while the 
University of Wisconsin - Madison offers a degree in "Communication Arts" with 
concentration areas in "Communication Science and Rhetorical Studies" and "Radio- 
Television-Film" (University of Wisconsin-Madison, n.d.). The term "New Media" was 
discussed in chapter one, however the term as a post secondary program name is not prevalent 
in the midwest. 
It would appear then that there is no consensus among post secondary educational 
institutions on program names in the Vis Cornm field. For this reason surveying business and 
industry near the WTCS Vis Cornm program schools becomes much more important. If 
employers perceive the WTCS students as having the necessary skills for the job by looking at 
their resume and education, the graduates from these programs should find it easier to get their 
foot in the door for an interview. While the program name alone will not get them the job, it 
should get them recognized and help secure a chance to sell themselves. If placement rates can 
rise because of a name changing decision, the impacts could be large. A program that is fun 
and exciting, as Vis Comm is, and has a high placement rate should have an easier time 
recruiting students. Marketing the program to businesses, prospective students, parents of 
prospective students, employers, and four-year colleges and universities for articulation, should 
become easier. 
The name is an important part of the overall marketing and branding strategy used. An 
effective name can speak volumes without any person needing to say a word. Dr. Carol 
Mooney, a professor at University of Wisconsin-Stout (personal communication, July 17, 
2006), noted the results of a recent program name change that she dealt with. The university 
was having enrollment issues with one of the programs at the college, and decided a name 
change was in order. So the school changed the name of its "Apparel, Design and 
Manufacturing" program to "Apparel, Design and Development," with outstanding results. 
Changing just one word in the name (from manufacturing to development) helped spark a huge 
jump in enrollment for the program. 
While there are common threads in the names "Visual Communications," "New 
Media," "Digital Media," "Visual Arts," "Digital Arts," and "Multimedia" (viable names 
discussed thus far). The winning combination may be the path to a successful branding and 
marketing campaign. Now the research will take a look at why choosing a proper name for 
these purposes essential. 
The Importance of Branding 
Situation: a high school student is looking up potential suitors for higher education. 
They are on the Internet looking at programs they are interested in. This student narrows down 
their choice before ever contacting any of the schools. They decided to go with a "Digital 
Media" program instead of "Vis Comm." How does the Vis Comm program prevent this from 
happening? Should the program change its name to keep this from happening? 
Bedbury stated, "change for the sake of change can be marketing fool's g o l d  (2002, p. 
3). Bedbury goes on to say that the products or services being produced must match up with 
the perception of the brand name. For this reason it is important to know how people in the Vis 
Cornm industry, and people interested in working in the industry, feel about the program name. 
Another important point made by Bedbury is that a strong brand will not change as 
products andlor services ebb and flow. This may make a strong case for Vis Comm itself, a 
term which seems to incorporate multimedia activities without having to include a reference to 
technology. At the same time, customers need to identify with the brand. They need to 
understand what it means. 
This begs the question "why change the program name?" A more important question 
might be "for who should the name be changed?" As school budgets are under constant 
scrutiny, and competition for students increases, schools need to think about the product they 
produce (an education, experience or degree) and who their customers are. 
It would appear that there are two main groups of customers or possible clientele - 
potential students and potential employers. Schools make some of the money the need to 
operate from the students who attend class. The students need to be enticed by the people and 
curriculum of the school in order to be considered. When the student graduates they will need 
employment. The employers need to have confidence that they people they hire can do the job. 
For these reasons it is important to find a brand that resonates with both groups. 
Branding alone, however, is not enough. Bradbury suggests a list of seven core values 
that are part of developing a successful brand (simplicity, patience, relevance, accessibility, 
humanity, omnipresence and innovation). This speaks to how a name in actuality is much more 
than that. Author Seth Godin (2003) makes similar statements in his book Purple Cow. Godin 
states that the most important factor in having a successful business is having something 
people want that is truly unique or remarkable. 
If we take these ideas and look at a Vis Cornm degree we might notice a couple of 
things. There may not be anything unique about education. It can be delivered in a unique way, 
or by unique people. One thing is certain - for many people it is something they both need for 
employment or want for intrinsic purposes. Other than the classes themselves, there are several 
levels for any school to provide special experiences to their students, hopefully resulting in 
fulfilling employment, and thus creating their own "purple cow". 
This study, however, takes aim at the employers. They are essentially purchasing the 
product of education every time they hire a new employee. Since "research becomes a part of a 
team that guides the marketing efforts of the organization" (Blankenship, Breen & Dutka, 
1998), it is important to use feedback from affected parties along with past experience, current 
problems, and possible outcomes to come to a sound decision. 
Summary 
This section has discussed the changing atmosphere of the Vis Cornm environment, and 
the WTC schools that carry the program. It has looked at institutions with similar programs, as 
well as reasons for a possible name change. 
While the whirlwind environment in media and entertainment has prompted this closer 
look at nomenclature, there is a possibility that the name may not need to be changed after all. 
Whatever the end result, it is important, in the pursuit of excellence, to take a closer look at the 
perceptions business and industry have toward the Vis Cornrn name. 
It seems that the marketing experts researched would say that there is much more to a 
name than just the name itself. The name of a product, alone, may not win people over, the 
product and the experience will. However, a misunderstood or bad namelbrand can lose a 
customer which may not even be realized. 
Chapter 111: Methodology 
Introduction 
This chapter will discuss the selection and description of subjects, and the selection of 
the sample. It will also cover the instrumentation used for data collection (content, format, 
validity, and reliability), the data collection procedures, and data analysis of the results. The 
chapter will conclude with the limitations of the study. 
Selection and Description ofsubjects 
Since the survey is intended to help the three Wisconsin Technical College System 
(WTCS) Visual Communications (Vis Comm) programs make a decision on their program 
name, the subjects used for this study will be Vis Comm industry representatives in the cities 
where the schools in question are located; Milwaukee, Madison, and La Crosse, Wisconsin. 
One advantage to having this cross section of the industry is that the three cities have 
Designated Market Areas (DMA) that could be classified as low, medium, and high. According 
to Nielsen Media Research's estimates (2005) for the 2004-2005 television season, the number 
of television homes, and overall United States (U.S.) rank out of 210 DMA7s is: Milwaukee - 
886,770 homes, U.S. rank 32; Madison - 364,000 homes, U.S. rank 85; La CrosseIEau Claire - 
206,490 homes, U.S. rank 127 (Nielsen Media Research, n.d.). 
Sample Selection 
A mailing list was purchased for $1 35 from Mediascope, a mailing house and 
marketing firm in Winona, Minnesota. A coding system was used to identify potential survey 
candidates. The Standard Industrial Classification (SIC) codes were used. SIC codes were 
developed and used by the United States government's Securities and Trades Commission to 
classify businesses. Then business data compiling companies will add additional codes for 
further classification depending on the amount of information they have on any particular 
business. The SIC codes Mediascope used included queries on the following types of 
businesses: television broadcast stations; cable and other pay television services; photographic 
studios, portrait; advertising agencies, radio, television, publisher representatives; commercial 
art and graphic design; motion pictures, marketing consulting services; public relations 
services; distribution channels consultant (Stacy Schierts, Mediascope, personal 
communication, July 20, 2006). 
All businesses were located in the Milwaukee, Madison and La CrosseIEau Clair 
DMA's. The population sizes for this study were representative of the overall general 
population for each DMA. The list was intended to include media outlets, production houses, 
design firms and other communications business known to employ Vis Cornrn graduates. 100% 
of the population listed (1 7 14 businesses - 145 from La Crosse, 5 15 from Madison and 1054 
from Milwaukee) was used in hopes of securing a higher return rate than from a small sample. 
All participants remained anonymous. 
Instrumentation 
Research for this study was conducted utilizing a survey questionnaire. The survey was 
created by the researcher specifically for this study (Appendix A). It was conducted in April 
and May, 2006. Surveys were mailed on the first week in mid April, and participants were 
given three weeks to respond. Each participant received a cover letter, consent form, survey 
and a self addressed stamped envelope to return the survey in. The data was collected, reported 
and analyzed in May and June, 2006. 
Faculty at University of Wisconsin-Stout (UW-Stout), industry representatives and 
WTCS employees influenced the survey. The questions were developed in order to gauge the 
effectiveness and perceptions of various names used by two and four year post secondary 
schools with programs similar to Vis Comm (and including Vis Comm). In addition, the survey 
questions were field tested and reviewed by Vis Comm instructors and administrators in the 
WTCS institutions with a Vis Comm program. The list of possible names used on questions 9 
through 1 1 includes some names that were not discussed in chapter two. It also provides the 
participant and opportunity to create a name more effective than those listed on the survey. No 
measures of validity or reliability have been conducted on this survey. 
Data Collection Procedures 
The list generated by Mediascope was used to stratify the potential participants by 
location; Milwaukee, Madison or La Crosse, Wisconsin. The entire population was used from 
those groups (as mentioned in Sample Selection). 
Western Wisconsin Technical College provided the pre-printed return envelopes. The 
researcher's office address was used on the envelopes. The surveys were mailed the second 
week of April, 2006. Each envelope contained a cover letter, the consent form, a survey and 
self addressed stamped envelope. Mediascope inserted the pieces into the envelopes and mailed 
the surveys. Once surveys were mailed out, a deadline of four weeks was chosen to collect 
responses. This allowed adequate time for postal delivery both to and from the subjects. Once 
the deadline was reached the results from all valid surveys received were tabulated. 
Data Analysis 
Once compiled the survey responses were broken down and analyzed through the use 
of descriptive and inferential statistics. Stout Research Services, at the University of 
Wisconsin-Stout, processed the data. The results tabulated are described in finer detail in 
chapter four. The findings were used to address the research questions in chapter one, as well 
as make recommendations and draw conclusions, which can be found in chapter five. 
Limitations 
Several factors may limit the results of this study. While one measure of validity was 
conducted, as colleagues in the field reviewed the survey, no measures of reliability were 
conducted on the instrument. It is also possible that the questions in the survey may have 
influenced the answers given by the participants. The list used for the mailing may have 
included some businesses that should not have been a part of the population, and excluded 
some that would have appeared to fit within the population. The terms used in the survey may 
become dated after a period of time, and may not have included all viable possibilities for 
possible program names. Finally, the survey was conducted on business in Wisconsin and the 
findings may not be appropriate for institutions in other states or locations. 
Summary 
To replicate this study, the researcher would need to obtain a list of Vis Comm industry 
businesses fiom which to select the sample. The nameslterms used may also need to be altered 
based on the length of time since this study has elapsed and location considerations. If a sample 
of the population is used, the sample must be representative of the population and the 
instrument used should be a mailed survey. 
Chapter IV: Study Results 
Introduction 
This chapter will discuss the results of the survey sent to Visual Communications (Vis 
Cornm) business and industry representatives in the La Crosse, Madison and Milwaukee, 
Wisconsin areas as previously outlined in Chapter 111. 
Survey Results 
The survey (Appendix A) that was distributed as stated in Chapter 111 can be looked at 
in terms of an overall total, but may also be broken down into Designated Market Area 
(DMA). A total of 1714 surveys were mailed: 145 surveys were mailed to businesses in the La 
Crosse area, 5 15 were mailed to businesses in the Madison area and 1054 were mailed to 
businesses in the Milwaukee area. Of those, 96 surveys were returned due to incorrect 
addresses or lack of a forwarding address. Ten of those were from the La Crosse area, 37 from 
the Madison area and 49 from the Milwaukee area. 
Question I .  Question one asked respondents to indicate which citylregion their business 
is located in. Table 1 below shows how this question was intended to help identify the DMA 
each respondent belonged to. Out of a total of 195 processed replies, 24 completed surveys 
were returned from the La Crosse area, 66 from the Madison area and 105 from the Milwaukee 
area. This gave an overall return rate of 1 1.4 percent. The highest return rate was from La 
Crosse at 16.6 percent, Madison was second with a return rate of 12.8 percent, and Milwaukee 
had the lowest rate of return with 10 percent. 
Table 1 
Survey Data: Question 1 
Deliverable 
CityIRegion Total Return Rate Address Rate 
La Crosse 24 16.6% 17.7% 
Madison 66 12.8% 13.8% 
Milwaukee 105 10.0% 10.4% 
Total 195 1 1.4% 12.1% 
Question 2. Question two asked respondents to self-identify the title they possess in 
their current position. It was an open ended item. This question was intended as a safeguard to 
make sure that the person answering the questions was qualified to do so. The intention was to 
elicit responses from people who may be responsible for employment for the business. It was 
also intended to insure that the business responding fit the Vis Comm profile. There was a very 
wide range of answers given for this question. The responses have been grouped into common 
themes and are represented in Table 2 below. 
Thirteen of the respondents were creative professionals; three were representatives of 
human resources; there were 39 manager or director positions indicated; 49 presidents, vice 
pr,esidents or chief operating officers (CEO); and ten respondents did not indicate their 
position. 
Table 2 
Survey Data: Question 2 
- -  
Job Title Total 
Creative Professionals 13 
Human Resources 3 
Managers and Directors 39 
Owners 8 1 
PresidentNice PresidentlCEO 49 
None Indicated 10 
Total 195 
Question 3. The third survey question listed possible activities the business participates 
in. This question had several possible fields to choose from, including an opportunity to chose 
"other" and indicate what their field of occupation is. Respondents were allowed to choose 
more than one category. The data from this question is represented in Table 3 below. 
This question was developed in order to indicate a possible trend among particular 
industries. 85 people indicated an "other" category. A significant number of these responses 
dealt with the field of photography. All self-responses in the "other" category are listed in 
Appendix B of this study. Nearly half of all respondents (91) indicated graphic design as an 
activity they participate in. Marketing and promotion garnered 79 responses, followed by print 
advertisements with 70. Sixty-four indicated creative consulting, and there were 59, which 
indicated web design. Broadcast television was chosen 5 1 times and an additional 40 
respondents chose non-broadcast television production. Thirty-five respondents work with CD 
or DVD authoring, 29 selected media distribution, and audio production had 26 entries. There 
were 22 responses for education, training and development. Finally, 17 businesses indicated 
they were involved in animation. 
Table 3 





Broadcast television production 
CD or DVD authoring 
Creative consulting 
Education, training and development 
Graphic design 
Marketing and promotion 
Media distribution 




Question 4. Question four was open ended and asked participants to indicate how many 
people were employed in their arealdepartment. This question was included to see if a 
difference exists between larger business/firms and smaller operations. Some of the responses 
were grouped in to numerical ranges. See the Table 4 below for a listing of responses. 
Over 66 percent of all respondents work for a business that employs five people or less. 
Only one response came from a business which employed over 100 people (1 10). Two 
businesses had from 91 to 100 employees. One business fell in the 61 to 70 range. Two 
respondents claimed to employ fiom 5 1 to 60 people. There was one response each for the 41 
to 50, and 3 1 to 40 ranges. Seven businesses were in the 2 1 to 30 range. Twelve fell in the 
range of 15 to 20. One business employed 14 people. Two respondents employ 12 people. 
There were three businesses each for 1 1 and 10 employees. One. business employs nine people. 
Four participants have eight employees. Six of those who responded employ seven people. Ten 
businesses employ six people. Fifteen respondents have five employees. Twelve participants 
indicated they employ 4 people. Nineteen respondents have three employees. Thirty businesses 
employ two people. Of the total, 57 businesses had only one employee. 
Table 4 
Survey Data: Question 4 


















Table 4, continued 
Number of People Employed Total Number of Businesses 
Question 5. The fifth survey question was preceded by a definition of the Associate of 
Applied Science (AAS) degree. It then asked the participant to give their general reaction to 
the AAS degree as described. This question was created in order to gauge the industry's feeling 
about. the AAS . 
One survey respondent did not answer this question. Among those who answered the 
question, none indicated a "very negative" reaction, 4.6 valid percent had a "negative" 
reaction, 43.6 valid percent felt "neutral" about the AAS degree, 37.4 valid percent had a 
"positive" reaction, and 13.8 valid percent had a "very positive" reaction. A breakdown of the 
responses is indicated in Table 5 below. 
In the La Crosse DMA, out of 23 replies, there were 15 "positive" or "very positive" 
responses, with seven "neutrals" and only one "negative" reaction. In .the Madison DMA there 
were 66 total replies, where 39 had "positive" or "very positive" responses, with 26 "neutral" 
replies and again only one "negative" reply. The Milwaukee DMA, with 105 replies, showed 
46 "positive" or "very positive" replies, 52 "neutral" entries and seven "negative" reactions to 
the AAS degree. 
Table 5 
Survey Data: Question 5 
Reaction to AAS degree 
Very Very 
CityIRegion Negative Negative Neutral Positive Positive Totals 








Question 6. Question number six asked the respondents if they would be likely to hire a 
potential employee with an AAS degree in Vis Comm. The possible choices were "yes", "no" 
and "depends more on experience than education." The definition of Vis Comrn was withheld 
on purpose, in order to gauge the reaction to the addition of "Visual Communications" as a 
qualifier for the AAS degree. Statistics from the question are broken down by DMA and listed 
in Table 6 below. 
There were three participants who did not reply to this question. Of the 192 respondents 
replying, 10.4% said they would not hire a Vis Comm graduate. 42.2% participants said they 
would consider someone with a Vis Comm degree, and 47.4% said they would give more 
consideration to experience than education. 
In the La Crosse DMA there were 23 replies. Five said they would not hire a Vis 
Comm graduate, 11 said they would hire this person and seven chose experience over 
education (at 30.4 percent of La Crosse's total, the lowest percentage of all DMA's when 
choosing experience over education). The Madison DMA had a total of 66 replies, six of which 
said they would not hire someone with an AAS in Vis Comm, 26 would hire the Vis Comrn 
graduate, while 34 would look at experience first. Finally, the Milwaukee DMA, totaling 103, 
had only 9 respondents who would not hire a Vis Comm graduate (at 8.7 percent of 
Milwaukee's total, this was the lowest percent of all DMA's who would not hire someone with 
an AAS degree in Vis Comrn), 44 would hire this applicant and 50 took experience over 
education. 
Table 6 
Survey Data: Question 6 
Business likely to hire someone with AAS in Vis Cornm 
Experience over 
Yes No education Totals 








Question 7. Question number seven had only two possible responses. Participants were 
asked to check either "yes" or "no" as to weather they felt confident they could determine the 
training and capabilities of graduates holding an AAS degree in Vis Comm. The data from this 
question is listed in Table 7 below. Three surveys did not address this question. 
Roughly two-thirds of all respondents were confident they could determine the abilities 
and training of a Vis Cornm graduate. La Crosse had a total of 23 replies, 17 of which 
responded "yes." Madison had a total of 66 replies, 46 of which were confident about 
determining the abilities and training of someone from a Vis Comm program. Milwaukee, with 
103 responses, had 67 confident respondents. 
Table 7 
Survey Data: Question 7 
Businesses confident in determining training and 
ability of Vis Comm graduate 
CityIRegion Yes No Totals 








Question 8. Question number eight looked at whether the degree name made a 
difference in their hiring decisions. Respondents were asked if they had to choose between two 
equally qualified applicants, one with a Vis Comm AAS degree and the other with a similar 
AAS degree, if they would be more likely, less likely, or see no difference choosing the Vis 
Comm graduate. The results from this question are listed below in Table 8. One participant did 
not respond to this question. 
Only 2.6 percent (5 respondents) said they would be less likely to hire the Vis Cornm 
graduate. Of those five there was one business in the field of "broadcast television producer," 
one in "photography," one in "photography" and "graphic design," two in "design and 
marketing." There were 16.5 percent of respondents more likely to hire the person with the Vis 
Comm AAS degree, while 80.9 percent said the program name made no difference. 
Of the 23 respondents from the La Crosse DMA, one was less likely, four were more 
likely and three said there was no difference. There were 66 respondents fiom the Madison 
DMA, one of which was less likely to hire the Vis Cornm graduate, nine were more likely and 
56 which claimed it made no difference. The Milwaukee DMA had 105 respondents, three of 
which were less likely to hire the person with the AAS in Vis Comm, 19 that were more likely 
and 83 which said the name would not make a difference in their decision. 
Table 8 
Survey Data: Question 8 
More or less likely to hire candidate with AAS in Vis Comrn 
over another similar degree. 
More 
CityIRegion likely Less likely No difference Totals 
- -  








Question 9. The ninth question supplied the participant with a list of potential program 
names and asked them to select any on the list they had a positive reaction to. The results for 
this question are listed below in Tables 9 and 10. 
The following are all of the written responses in the "other" category: "none - They all 
seem very broad and really do not communicate to me anything more than a generalization," 
"Interactive Communications," "Design," "Graphic Design," "Photography," "Digital 
Photography," "Photoshop," "Professional Photography," "Graphic Artist," "Graphic 
Communication," "Television Production," "Journalism," "Public Relations," "Web Design," 
"Electronic Communications," "Communication Art and Design," "Multimedia Design and 
Production," "Mass Media Communications," "Communication Design," "Communication 
Graphics," "Video Production," "Electronic Media," "Film and Television Production," 
"Copywriting," "Personal Communications," "Industrial Design," and "Integrated 
Communications." 
A total of 63 total respondents had a positive reaction to "Multimedia," with eight from 
La Crosse, 18 from Madison and 37 from Milwaukee. "Media Design" garnered 83 positive 
responses, broken down with 1 1 from La Crosse, 21 from Madison and 5 1 from Milwaukee. 
There were 82 positive responses for "Media Production," eight of which were from La 
Crosse, 24 from Madison and 50 from Milwaukee. Nearly half of all participants selected 
"Digital Media" for a positive reaction, 12 from La Crosse, 34 from Madison and 5 1 from 
Milwaukee. The lowest number of positive responses came from "New Media" with only 3 1, 
with 4 selections from La Crosse, 6 from Madison and 21 from Milwaukee. The most number 
of positive indications came from "Visual Communications" with a total of 138, 17 of which 
were from La Crosse, 41 from Madison and 80 from Milwaukee. "Interactive Media" had 58 
positive responses, 5 from La Crosse, 18 from Madison and 35 from Milwaukee. Finally, 
"Media Communications" come in with 80 total positive reactions, 10 from La Crosse, 25 from 
Madison and 45 from Milwaukee. 
Table 9 
Survey Data: Question 9 
Number of positive reactions to listed program names 
Media Media 
Multimedia Design Production Digital Media 









Survey Data: Question 9 
Number of positive reactions to listed program names 
New Visual Interactive Media 
Media Communications Media Communications 








Question 10. Question 10 was identical to question number nine, except this time, given 
the same list of names, the respondents were asked to check the one name they had the most 
positive reaction to, with a list of potential program names and asked them to select any on the 
list they had a positive reaction to. Only the names selected in question nine were to be 
considered. Participants had the opportunity to supply their own name in the "other" category. 
The results for this question are listed below in Tables 11 and 12. Three participants did not 
answer this question. 
The following are all of the written responses in the "other" category: "Integrated 
Communications," "Photography," "Photoshop," "Professional Photography," "Graphic 
Design" (which was listed 4 times), "Journalism," "Public Relations" and "Mass Media 
Communications." 
"Multimedia" was selected a total of 14 times, three times in La Crosse, four times in 
Madison and seven in Milwaukee. "Media Design" was selected 20 times, with a total of two 
times in La Crosse, five times in Madison and 13 in Milwaukee. There were 25 participants 
who chose "Media Production," two times in La Crosse, seven times in Madison and 16 in 
Milwaukee. Twenty-one participants chose "Digital Media," two in La Crosse, nine in 
Madison and 10 in Milwaukee. "New Media" had the lowest number of selections with two 
(one from both La Crosse and Milwaukee), while "Visual Communications" was chosen the 
most number of times with 70, seven of those coming from La Crosse, 24 from Madison and 
39 from Milwaukee. "Interactive Media" was only chosen 9 times (one from La Crosse and 
four each from Madison and Milwaukee). Finally, "Media Communications" was selected 19 
times, with five selections in both La Crosse and Madison, nine times in Milwaukee). 
Table 11 
Survey Data: Question 10 
Name with the most positive single response 
Media Media 
Multimedia Design Production Digital Media 
- - 









Survey Data: Question 10 
Name with the most positive single response 
New Visual Interactive Media 
Media Communications Media Communications 








Question 11. The eleventh question had the same possible choices as the previous two 
questions, however, the respondent was asked to indicate any possible names that would still 
be recognizable, understandable and accepted in the Vis Comm industry 20 years from now. 
Eight respondents did not answer this question. 
"Multimedia" was selected a total of 59 times, with eight in La Crosse, 15 in Madison 
and 36 in Milwaukee. "Media Design" was selected a total of 70 times, 12 in La Crosse, 21 in 
Madison and 37 in Milwaukee. "Media Production" also was selected 70 times, with a slightly 
different distribution of 10 in La Crosse, 22 in Madison and 38 in Milwaukee. "Digital Media" 
was selected a total of 75 times, 12 selections coming from La Crosse, 29 in Madison and 34 in 
Milwaukee. "New Media" had the lowest total count of 22, three of which were from La 
Crosse, six in Madison and 13 in Milwaukee. "Visual Communications" had the largest total 
count of 110, 15 of which were from La Crosse, 36 in Madison and 59 in Milwaukee. 
"Interactive Media" acquired 77 total selections, eight of them from La Crosse, 24 in Madison 
and 45 in Milwaukee. Finally, ""Media Communications" was selected a total of 65 times, 
eight times in La Crosse, 20 in Madison and 37 in Milwaukee. All data is represented below in 
Tables 13 and 14. 
Table 13 
Survey Data: Question 11 








Program names with relevance in 20 years 
Media Media 
Multimedia Design Production Digital Media 
Table 14 
Survey Data: Question 11 
Program names with relevance in 20 years 
New Visual Interactive Media 
Media Communications Media Communications 








Question 12. Question 12 asked participants if changes in technology have greatly 
changed the skills needed to work effectively and efficiently in their environment. One 
respondent did not answer the question. The results can be seen in Table 15 below. 
Nearly 89 percent of all respondents said that technology has changed the skill set 
needed. Milwaukee showed the highest percentage of "yes" responses with over 90%. La 
Crosse was second highest with 87.5 percent of the total respondents from that area. Finally, 
Madison was over a percentage point lower than La Crosse at 86.4 percent. 
Table 15 
Survey Data: Question 12 
Has media technology greatly changed skill set 
needed to work efficiently and effectively in 
your environment? 
CityIRegion Yes No Total 









Question 13. Number 13 was an open-ended question, prompting participants for any 
comments they had about the survey. Eighty-two participants responded to this question. They 
have been grouped by theme and are reported in Table 16. All comments, sorted by DMA, can 
be found in Appendix C of this study. 
Table 16 
Survey Data: Question 13 
Additional Comments 
Program 
Quality Curriculum Job Search & 
Suggestions Suggestions Employment Nomenclature Other 




Chapter V: Summary, Conclusions and Recommendations 
Introduction 
This chapter will summarize the study by revisiting aspects discussed in chapters one 
through three. The summary will be followed by the conclusions drawn from the datalresults. 
The chapter will end with a discussion of recommendations based on the results from the 
study, as well as suggestions for future research pertaining to the topic of the Visual 
Communications (Vis Comm) program name in the Wisconsin Technical College Systems 
(WTCS). 
Summary ofthe Study 
In light of technological changes in the Vis Comm industry, WTCS Vis Comm 
programs are considering a name change. The problem is that there is a lack of sufficient data 
to indicate the most appropriate name for these programs. Business and industry 
representatives were identified as one group that may have some influence on what the 
program name should be. Therefore, the purpose of this research was to identify perceptions of 
WTCS Vis Comm by design, media, and communications business and industry 
representatives in Milwaukee, Madison, and La Crosse (the three WTCS cites that have Vis 
Comm programs). 
A survey was developed from fall of 2005 through spring of 2006, and was 
administered in April and May of 2006. It was a traditional mailed survey (Appendix A), 
complete with a consent form, cover letter and self-addressed stamped return envelope. The 
results from the survey were processed in May and June of 2006. The survey was sent to the 
entire population of Vis Comm business and industry representatives in each city chosen, as 
determined by the businesses Standard Industrial Classification (SIC) codes collected by the 
mailing house and marketing firm Mediascope, from Winona, Minnesota. 
The research attempted to answer the following research questions: 
1) Does the name "Associate of Applied Science in Visual Communications" affect 
the perceptions of WTCS Vis Comm industry employers? 
2) How should the Vis Comm program name be updated to reflect recent changes that 
have occurred in the industry? 
3) What names would be better suited for the Vis Comm programs? 
4) How might those potential names have the staying power that Visual 
Communications has had? 
5) Would changing the Vis Comm program name affect placement? 
6) What differences can be seen between the business and industry representatives in 
the cities chosen? Do demographics or geography appear to play a role? 
There were several limitations with the study. First, there were no measures of 
reliability conducted on the instrument developed. Questions on the survey could have 
influenced the outcome of other answers. The mailing list included some businesses that did 
not fit the Vis Comm profile, while other viable businesses may have been excluded. The 
instrument used is time specific and may become dated. Finally, the data collected was 
intended to help WTCS institutions with a Vis Comm program so the findings may or may not 
be useful for other institutions in other locations. 
Conclusions 
This section will look at conclusions which can be drawn from the data obtained after 
analyzing the survey results. This will be followed with a closer look at possible answers to the 
research questions. 
The first question on the survey helped classify respondents by Designated Market 
Area (DMA). The population used was representative of the overall population in each area, 
and the rate of response was much better as the communities surveyed got smaller. Overall, a 
rate of over 12 percent return from deliverable addresses showed good support for the Vis 
Comm programs in the area. 
The second question asked the respondents to identify their title. This was important, 
since the survey instructions indicated that a supervisor, or someone in the position to hire 
potential employees should fill out the survey. In analyzing the responses, only 23 participants 
did not indicate an ownership or managerial position. Of those 23, several did seem to have the 
expertise necessary to complete the survey. It can be said, then that the results from this survey 
can accurately represent those who make, or help make the employment decisions within each 
company. 
The third question asked the respondents to identify their field of study. It is important 
to note a few things about this question and the categories respondents used to self-identify. 
First, all three of the WTCS schools which were used for this study also have a Graphic Design 
program. While it is possible for Vis Comm graduates to work in the field of Graphic Design, 
the needs of Graphic Designers may differ slightly from those of other Vis Comm industry 
representatives. However, since the two fields are closely related (some may even argue that 
the are essentially the same), and some of the curriculum from the two programs overlap, the 
responses from Graphic Designers has some value for this study. Another similar problem 
could come with the vast number of participants who self-identified in the field of 
Photography. While there are aspects of photography in the Vis Comm programs, and Vis 
Comm graduates could work in the field of photography, their needs, too, may differ slightly. 
Forty-one respondents used the "other" category to indicate some work in the field of 
photography, while 9 1 participants indicated some work in graphic design. 
A good example of how these fields intersect can be seen through a popular software 
program called Photoshop. It is used by video editors, graphic designers, web designers, and 
photographers alike. All of these professions could be considered "communications", and share 
some common links. They are important to include because a Vis Comm graduate could have 
the training needed to succeed in any of these fields. Because of this, there are no significant 
groups of businesses which needed their data to be excluded from the study. 
The fourth question was interesting, in that nearly 30 percent of those who responded 
appear to be self-employed. If so many people in this industry are self-employed, what industry 
businesses perceive may not matter as much. It would be interesting to see how may of those 
who indicated their businessldepartment had only one employee had worked for a larger 
business, or had they always worked forlby themselves? If many of these people needed 
experience before branching out on their own, then industry perceptions would still matter a 
great deal. 
Another interesting side note, although not directly related to this study, are the number 
of small businessesldepartments among the participants. It would appear the specter of each 
employee having to do more, instead of the business growing the workforce as indicated in the 
2001 survey conducted by A V Video Multirhedia Producer (Faccone & Van Duesen, 2001), 
may hold a great deal of truth. At what point would be market be oversaturated? Would the 
most successful graduates of these programs be those who are able to learn best and multitask 
outside the educational environment? These may be important questions to answer for program 
strength and enhancement in the coming years. 
The fifth question showed that in all DMA's there was a positive perception of the AAS 
degree. This is a positive, since if the problem was with the degree then a program name 
change could be seen as irrelevant. Many of the respondents indicated through question 
number six, or through the write in comments on question 13 that experience and personality 
may play a larger role in employability that the overall degree held. 
Question seven indicated a potential problem. Nearly one-third of all respondents did 
not think they could determine the capabilities and training of a Vis Comm graduate. Imagine 
if only two-thirds of people were positive they knew what a doctor was capable of - it could 
make the entire healthcare environment uneasy. Employers need to have a better grasp of what 
graduates are capable of by a quick glance at a resume. This question may indicate that a better 
program name is in order. 
Comfort came in the response of question eight. Over 80% of respondents said there 
would not be a difference in a hiring decision between two equally qualified candidates if one 
was a Vis Comm graduate. Does this indicate strength in the name Vis Comm, or a 
respondent's confidence with hiring the best fit when other aspects seem equal? This might 
indicate that a name change is not necessary at this time. 
Numbers 9 through 11 showed little difference between DMA's, which shows unity in 
the field and insignificant geographical differences. Visual Communications got the most total 
responses for number nine, had the highest positive response for number 10 and the most 
responses for question 1 1. Overall, the perception of Vis Comm as a program name seemed 
very positive. Other possible program names that garnered good numbers from these questions 
were "Media Design," "Media Production" and "Digital Media," all of which had high marks 
for a positive reactions. It is important to recognize, however, that while "Digital Media" was 
one of the top four choices, it may leave itself open to the possibility of future revision, since 
the word "digital" may be seen as redundant in the future (Kevin Kram, Interact 
Communications, personal communication, September 17, 2005). 
While "New Media" is a name that has some popularity and acceptance, as evidenced 
by several schools with "New Media" programs (Indiana University-Purdue University 
Indianapolis, n.d,; University of California Santa Cruz, n.d.; Syracuse University, n.d.), it had 
some of the lowest approval ratings. Perhaps it is just ambiguous, or poorly understood, in any 
case, it appeared to be a poor choice, and should be excluded as a possible program name. 
Interesting to note, the term "new media" is present in one of the program outcomes for the Vis 
Comm program in Madison; "Incorporate new media skills including digital design concepts, 
digital video, animation, web, and interactive in the creation of visual media" (Madison Area 
Technical College, Visual Communications-Media Design program outcomes, n.d.). 
Question 12 was the most lop-sided result on the survey, in that nearly 90 percent of 
participants indicated that technology had greatly changed the skill set needed for success. 
Since technology has changed so much, as have terms and definitions as explored in Chapter I1 
of this research, it might be interpreted that the educational system update its program names in 
order to reflect the current environment, as Drake University has (John Lytle, personal 
communication, June 6,2005). 
Finally are the voluntary comments given by the respondents (Appendix C). These 
comments may end up being the most helpful part of the research conducted. While it is 
important to gauge the industry's reaction to our program name, comments like 
The industry is in a state of rapid evolution. Visual skills without verbal, 
psychological sales strategies and persuasive skills lack value. The computer 
and Internet give everyone tools to communicate on a global level. The key to 
success will be in the ability to understand needs and prepare messages that are 
impactful, unique and relevant. (Appendix C, p. 72) 
will prove invaluable when combing through all the results in order to answer the tough 
questions and make the right decisions. 
Based on what was gained from the survey, another look at the research questions is in 
order, starting with question 1. 
Question 1: Does the name "Associate of Applied Science in Visual Communications" 
affect the perceptions of WTCS Vis Comm industry employers? It would appear that neither the 
"Associate of Applied Science" nor "Visual Communications" affects industry representatives 
in a negative way. Employers have little doubt in their ability to find the "right" person. The 
responsibility may fall on the job seeker to be sure they exhaust all possible keywords and 
phrases when looking for a job. Once they get to the employer it doesn't look like the will be 
discriminated against for having an AAS degree in Vis Comm. Judging from the comments in 
Appendix C, if they can display a positive attitude, good work ethic and technical skills 
needed, the program name will not hamper their ability to gain employment. 
Question 2: How should the Vis Comm program name be updated to reflect recent 
changes that have occurred in the industry? It seems, according to the Vis Comm business and 
industry, that the program name "Visual Communications" does not need to be updated at the 
current time. Vis Comm is broad enough to encompass all the skills an abilities needed at this 
time. Vis Comm had a very positive response, however, comments like "honestly, I don't care 
what degree it is as long as it has the same training I need for potential employees," (Appendix 
C) show that other names could be just as effective. 
Question 3: What names would be better suited for the Vis Comm programs? The 
research has show that the names "Media Design," "Media Production" and "Digital Media," 
could all be possible replacements for Visual Communications, although, Vis Comm received 
the best response at this time. 
Question 4: How might those potential names have the stayingpower that Visual 
Communications has had? Of the names "Media Design," "Media Production" and "Digital 
Media," all three had been chosen as a name with at least a 20-year shelf life by over 37 
percent of participants. Other than Vis Comm, the only other name that scored higher was 
"Interactive Media", which had a low positive response rate in questions nine and 10. 
Question 5: Would changing the Vis Comm program name affectplacement? Judging 
from the high number of positive reactions to the AAS degree, the number of business that 
might be willing to hire an AAS Vis Comm graduate, and the number of positive responses to 
several other program names, it would appear that as long as the program name accurately 
reflects the curriculum taught and the current industry environment, a program name change 
would not affect placement. 
Question 6: What differences can be seen between the business and industry 
representatives in the cities chosen? Do demographics or geography appear to play a role? 
There was a high level of continuity between the DMA's. Demographics and geography appear 
to play a factor in the study ranging from minimal to irrelevant. 
Recommendations 
The following are recommendations for WTCS Vis Comm programs: 
1) Collect more data on other potential parties involved with the decision making 
process that determines the health of a program. This data should be combined and compared 
with the data collected in this study to come to the best possible solution. An advisory 
committee made up of industry representatives would be critical to this process. 
2) Until more data can be collected the study indicates that the name should not be 
changed. Business and industry representatives had a positive response to Vis Comm and other 
names such as "Media Design," "Media Production" and "Digital Media." Until more data is 
collected Vis Comm is a suitable and acceptable name in the eyes of business and industry 
professionals. 
3) Each of the three Vis Comm schools in WTCS should evaluate the data to see what 
changes can be made to improve the program. This can be done by evaluating the statistical 
data, and reviewing the comments in Appendix C. 
4) It is recommended that the WTCS Vis Comm schools involved have meetings at 
least one time each semester (with both faculty and administration) to establish an 
informational network, monitor possible industry changes, and collect data and opinions to 
share. While this research recognizes each program is autonomous and makes its own 
decisions regarding curriculum, it may be the most effective way to battle future decisions and 
changes. 
5) Through the research it was found that many similar disciplines share common 
threads. It may be beneficial, and more descriptive for similar programs to combine in a 
productive way. For example, a school with degrees in "Photography," "Graphic Design" and 
"Visual Communication" might consider using an umbrella for the degree, like "Media 
Production" (since all three disciplines produce various kinds of media) with an area of 
specialization which is more detailed. The degree might read "Media Production - 
Photography," "Media Production - Graphic Design" or "Media Production - Visual 
Communications". This is just an example, but shows how these fields could be utilized to 
share resources. Much more research would need to be done in order to determine the 
feasibility and impact of such a change, but it might, in the end, be the best way to combat 
vagueness in any creative communication degree. 
Suggestions for Further Study 
It is believed that future study is needed in order to have the best possible effect on the 
programs involved. The following are recommendations for future study: 
1) Survey prospective students to find out their perceptions of Vis Comm as well as 
find names that they identify with the same characteristics as Vis Comm. This should be the 
next area to be researched. Since it was identified in chapter 2 that the two main groups a 
program must market to are prospective students and industry employers, and employers 
claimed to value experience so highly, the trick may be getting the right students into the 
programs to begin with. If there is a term they identify that is also acceptable by industry, then 
this should be the name used for the program. Research must be done in order to identify what 
the best program name would be in the eyes of prospective students. 
2) Continue to search for current nameslterms by frequently combing through trade 
magazines and Internet employment sites. 
3) Locate other educational institutions with Vis Comm like programs that have 
recently gone through a program name change and research the successfulness of their 
modifications. Look for ideas and experiences that can contribute to the decision making 
process. 
4) Take a closer look at programs that are similar to Vis Comm within each school and 
study the feasibility and measure of possible success there would be in a combination of the 
programs under a broad umbrella (as discussed above). 
5) Survey current students to see how they perceive Vis Comm. Is the program they 
are involved in described properly? Are there other names that may have better helped them in 
selecting the program? This population would be a good benchmark to see where the program 
is. 
6) Survey former students to see how they perceive Vis Comm, and gauge how they 
think it has helped them in their careers. Get suggestions on programmatic changes, including 
the name of the program (if applicable). 
7) Survey four-year educational institutions to see what impact a program name 
change might have on articulation, cooperative agreements and transferability. As the cost of 
tuition rises, technical colleges should become more popular places to start higher education, 
with the thought of eventually transferring to a four-year institution. 
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This m a r c h  has been approved by the UWIStuut IRB as required by the Code of 
Federal Re$&dions Title 45 Part 46. 
SURVEY 
Directions: Please answer the following questions as directed. There are questions on both sides of this survey. 
Some questions can have more than one response. Place an identifiable mark next to the appropriate blank, or fill 
in the blank provided. Please write as clearly as possible. Once the survey is complete, place it in the enclosed 
postage paid envelope and place it in the mail. All responses received by May 8', 2006 will be considered for the 
study. If you have any questions please call 608-789-6263, or e-mail griggsj@wwtc.edu. Thank you for your time 
and participation. 





2) Indicate the title you possess in your current position. 
3) What line(s) of work best describes the activities your business participates in? 
(check all that apply.) 
Broadcast television production Print advertisements 
Non-broadcast television production Media distribution 
Animation Creative consulting 
Graphic design Education, training and development 
Web design Marketing and promotion 
Audio production Other 
CD or DVD authoring Other 
4) How many people are employed in your arealdepartment? employees 
"An associate's degree is an academic degree awarded by community colleges, junior colleges and some 
bachelor's degree-granting colleges and universities in Canada and the United States upon 
completion of a course of study equivalent to the first two years in a four-year college or university. " 
(http://en. wikipedia. org/wiki/Associate o f  Applied Science, February 22, 2006) 
5) What is your reaction to the "associate's'' or Associate of Applied Science (AAS) degree? 
very positive positive neutral negative very negative 
6) Would you be likely to hire a potential employee with a two-year Degree in Visual Communications? 
(Please check one only.) 
Yes 
No 
Depends more on experience than education 
7) Are you confident that you could determine the training and capabilities of graduates from a two-year 
degree in Visual Communications? (Please check one only.) 
Yes 
No 
8) If a potential employee had a two-year degree in Visual Communications, versus a two-year degree 
with a different name which covered similar content, would you be more or less likely to consider the 
applicant for employment? (Please check one only.) 
More likely to consider 
Less likely to consider 
No difference in consideration 
9) The list below is a collection of degree program names. Please check all of the program names for 
which you might react to positively (in terms of an assumed skill set) if seen on a resume. 
Multimedia Visual Communications 
Media Design Interactive Media 
Media Production Media Communication 
Digital Media Other 
New Media Other 
10) From the list below, check the one name for which you had the most positive response. 
Do not use "other" unless you had an alternative response in question #9. 
Multimedia Visual Communications 
Media Design Interactive Media 
Media Production Media Communication 
Digital Media Other 
New Media Other 
1 1) From the list of industry relevant program names listed below, check any that you predict will be 
recognizable, understandable and accepted degree program names in 20 years (approx. 2025). 
Multimedia Visual Communications 
Media Design Interactive Media 





12) Have changes in media technology greatly changed the skill set needed to work efficiently 
and effectively in your environment? 
Yes 
No 
13) Do you have any additional comments about your industry or this survey? 
Appendix B 
Written-in "Other" Responses from Survey - Question 3 
QUESTION 3 
Other responses from La Crosse Region 
Photographic studio 
Art gallery, publisher, framing 









Other responses fiom Madison Region 
Photography 













Professional photography studio 
Photography 
Portrait photography 
Weddings, corporate, promotional 
Original colored pencil art 
Photography (location) 
Event planning & production 












Other responses from Milwaukee Region 
a Still photography 
a Strategic planning 
a Print & e-collateral 
a Photography - commercial 
a Public relations 
Commercial & industrial photography 
Photography 
a Digital photography 




a Post production 
a Packaging design 
a Public relations 
a Sales 
Portraits 
a Wedding photography 
a Hotel audio visual services & rentals 
a Video for special events 




a Portrait & wedding photography 
a Photography 
Editing 
Facilitation of synergy programs 
Photo 
Movies 1 music video 
In language copy 
Publishing 
Photography studio 
Family / wedding photography 




Museum exhibit design 
Photography 
Sponsor & operate large model railroad show 
Silk screening, proofing, print broker 
Print procurement 
Movie theatre 




Pop display & packaging 
Photography 
Appendix C 
Written-in Comments from Survey - Question 13 
QUESTION 13 
Comments.fiom the La Crosse Region 
I am still running into students who depend on the technology to do the work 
for the. They really need to know in detail how the equipment works. 
We don't hire in this field. We use people currently on staff in other positions 
and volunteers. 
These students definitely have passion, but overall young people are weak in 
work ethic and problem solving. Is that a maturity issue? 
It's hard to keep current: having someone with a recent associate's degree who 
is up on current technologies would be an asset. 
Communication is still communication; e-mail is just faster than smoke 
signals. People's skills are still most important. 
Indesign is becoming the program of choice in agencies. Technical Colleges 
need to be able to respond immediately in correspondence with technical 
advances.. .not two years later. Graduates are many times behind. Maybe the 
solution is on-line program courses for the most current industry standard 
software. 
Students do not come out of school with enough basic knowledge in regards 
to competence in general nor with programs such as Photoshop. 
There is a difference in being technically good in this industry and being 
creative. You need to include creativity in your curriculum and not just teach 
the technical end of it. 
Honestly, I don't care what degree it is as long as it has the same training I 
need for potential employees. Since none of that was provided with this 
survey I found the questions too vague. 
I think the survey is asking the wrong questions. I am more interested in 
qualified candidates than in your degree packaging. 
You can change your name all you want but there are some fundamentals that 
your students aren't learning. Your students aren't capable of any technical 
knowledge like trapping, linking, PDF creation or the difference between 
Rastor or Vector art. As far as I'm concerned these are the things that need to 
be changed, not the title of the program. 
Comments from the Madison Region 
As a board member at MATC, I am very disappointed at the standards and 
criteria set by the school for preparing the students for the "real world" 
Do a content analysis of media, visual arts and communication publications 
and web sites of end users to see what terms and names they use. Likewise, 
check the industry classifieds that advertise their positions. 
You never defined visual communications so I was not sure if I was 
answering appropriately. 
Digital capture and processing can be taught quickly if you trust the person's 
capabilities in interpersonal skills and artistic taste. 
I'd much rather that people concentrated in seeing to it that graduates had 
adequate education and multiple intern work experience. My experience has 
been that whether graduates come from a 4-year or a 2-year program like 
MATC, they are woefully unprepared to work at entry-level jobs. There 
appears to be too much emphasis on creating pretty portfolios and not nearly 
enough emphasis on technical skills and understanding (file preflighting and 
connecting- ability to understand how to work in multiple programs in both 
Macintosh and Windows Environments). There is rarely a demonstrated 
understanding of how the designer's work impacts the rest of the process or 
the difference in technical requirements in different media such as print or 
web presentation. If anybody is interested in discussing the really important 
aspects of the educational process, please feel free to call (name and phone 
number omitted). 
Re: #12: Major changes- 25 years ago did change the skill set somewhat. 
Digital technology has little effect on the most important skills. 
How things are done technically has changed greatly. However, the basic 
elements of good design have not. 
Having taken a ViCornm class in Animation at MATC (Madison) I think the 
discipline would be better served with a title that reflected the amount of 
computerldigital experience graduates from the program actually have. 
Some artists have copywriting skills. Some copywriters have art skills. 
Normally when great advertising is created, and artist and a writer go into a 
room, close the door, and bounce ideas off each other's brains. Finally, they 
reach an idea or concept that both like and are eager to produce. 
Degrees should cover- Photoshop Creative Suite, Microsoft Office Suite, 
knowledge of video equipment, Photo equipment and audio equipment and 
competence on a computer both Mac and PC. 
They're just new tools, the destination is the same. 
FYI- We are a PR agency. 
Thanks for including my input. One day, I would love to have a business that 
supported 3 or more "go-getters." As of now, I am a very small company with 
large goals. Good luck professor. 
While education is the cornerstone for employment whether it be a 2-year 
associate degree or a 4-year bachelor degree it is imperative that some 
additional training be obtained. Having a mentor who is already in a position 
that one is considering can broaden the horizon of a young graduate. It may 
be linked to a future joblcareer path or related to the field. Get a job as an 
intern or as an entry-level employee before launching into a full-scale 
production. Although it seems like one must "pay their dues" I think it is 
valuable experience. Technology is changing at a rapid pace. It is hard to 
keep up with what to call this industry. VICOM is only old because it is too 
vague. Where it used to mean Photography, Printing and Film, it now 
embraces Videography, Graphics, Animation and CAD. 
I also have worked in Graphic Design for 20+ years and just from its name it 
is out of date. So much more is involved and expected than just graphics. 
Now Visual Communication brings more of the elements needed in today's 
industry into its name. Although it isn't specific, I still like it. 
Note: Visual Communications leaves out the area of Audio-only (for the 
hearing impaired, etc.) 
I work in a relatively "low-tech" field. I have, however, had the need to deal 
with graphic designers, sign designers and printers in setting up my business. 
Technology teaches all of us. I have to say "visual communications" did not 
speak to me, did not really convey what an individual with such a degree 
actually does. 
The industry is in a state of rapid evolution. Visual skills without verbal, 
psychological sales strategies and persuasive skills lack value. The computer 
and internet give everyone tools to communicate on a global level. The key to 
success will be in the ability to understand needs and prepare messages that 
are impactful, unique and relevant. 
Terms like "new media" and "digital media" will be redundant in two years, 
much less 25. "Media covers it. 
I am not sure what visual communications is. It seems like it should be all 
encompassing- anything fiom Microsoft Powerpoint to print design. 
However, the other program names seem like web-based programs. I believe 
that graphic design is still a good all encompassing program name. 
As the owner of an advertising agency, I feel that a "program name" 
especially any mentioned above, really have no impact on whether or not I 
will hire someone. I need to see the work, the talent, the personality, and the 
potential, with all of these backed up by a degree of some sort. 
We have people with all different types of backgrounds and education. The 
quality we look at mostly is the personality and the attitude of our applicants. 
Teach good work ethic. Teach the fact that design does not begin on the 
computer. Attitude is everything. 
lments from the Milwaukee Region 
I have 22 years in this business and find that it is becoming over-saturated 
with possible qualified candidates, thus making areas in this industry 
extremely competitive-almost too competitive. 
"Visual Communications" sounds like it could exclude audio, mpegs, radio, 
Flash, video, all of which play increasing roles on the web. Production for all 
media is increasingly integrated with elements created in one production 
platform being used in a variety of mediums. I would like to see something 
that smacks of strategic planning and return on investment. Design could 
imply that in addition to implying layout. Maybe "Media Methodology and 
Design." 
The biggest challenge we see with graduates is although they are technically 
adept, they are lacking in people skills and work ethic. I'm not sure that those 
things can be taught but I believe they need to be addressed. 
Have students master electronic creative, concepting as a string base to 
protect development. If the concept or thought isn't solid it will fail, no matter 
how skillful the person is at production. 
The degree program name has virtually no bearing on our hiring decisions. It 
is based on experience and portfolio. 
Photography has changed from film to digital with high demand for an 
electronic base in photography, but the old skills of photography are still 
needed to perform the work. 
It's already overcrowded now. Unless you want to work in the big cities the 
jobs are getting slimmer for young grads- internships are a must for 
experience. 
Individuals should be judged by the work they do. Not by the title achieved or 
the schools they attended. 
Technical Proficiency does not equal creative and artistic skills. We typically 
differentiate between creative and production work and seek broader skills 
and talent from creatives. 
It is hard to comment effectively without understanding the actual course 
work or types of jobs the students will seek. I am still not sure what visual 
communications teaches but I like the concept. 
I don't know if a program name will tell me if a person can put our advertising 
page together or shoot and write a video script. 
An outline of course content would greatly aid a prospective employer. 
Visual Communications is broad and encompassing, therefore the graduate 
should have experience and training in multiple forms of visual 
communications. 
Learn a lot and save your money. Cameras before lasted 30 years and now 
you dump your entire system in 5 years. Teach sales with this digital world. 
Help people understand that what is cool today will be out next week and they 
must have the cash to buy the next widget. I have seen great photographers go 
out of business because of this fact. Learn to get along, learn sales and learn 
the digital world. Good luck. 
All candidates must have a solid foundation of how to communicate in any 
medium. Without this skill they are useless to me no matter how talented they 
are. 
Don't forget about radio, which doesn't have a visual component, though it is 
the best media for creating word pictures, leaving the conclusion to the 
listener. 
It's a great profession to be in. It is something different every day. 
Any student who wants to be a professional in video/audio/motion pictures 
must be taught how to estimate and produce projects, learn adobe Photoshop, 
illustrator, after effects, final cut pro, PC and Mac platform interaction and 
how to write well. 
Degree titles are far less important that work experience. I'd rather see a 
resume with practical experience than education, although my boss requires a 
bachelor's degree for consideration. 
Interactive Media will continue to grow, so the more your students are able to 
concept, create and use programs (software) that build these tools the better. 
Flash, HTML, Dreamweaver, Photoshop, Illustrator and Indesign. 
The basic problem with programs like you describe is that relatively 
untalented people are allowed to get in and graduate from the program with 
no type of being employed. I know, I taught in one. I quit because it was 
unfair to the students. 
I got my associate's degree in visual communication/computer graphics at 
MATC Milwaukee. 
Basic skills, reading and writing along with simple common sense are still the 
most important skills needed in our industry. 
Due to photography moving into the digital era, it is important to stay 
educated and continue education to stay on top of my game. 
Don't apologize for 2-year. More people are going that route because of cost. 
People with creative ideas and good team skills are needed, regardless of 
degree. It's important to stay up with all of the technology and software and to 
be versatile. Good luck. 
I am mostly a print graphic designer, logos, flyers, etc. Though often projects 
I do end up on the Internet in some form. One comment I have is that while 
many sites are creatively notable, the content doesn't always make the grade 
(i.e. old info etc.). Making it easy for small business/Individuals to keep 
internet sites updated, mail programs managed, etc. 
None of the program is less important than portfolio. Give your students great 
portfolio pieces, I will hire them. 
Not at this time 
Not likely to hire on a 2-year degree at all. 
Educational tools are a good first step. Attitude and passion, which can't be 
taught, are the keys to success. 
Please invite experienced professional photographers in to help with 
curriculum planning, mentoring of results and establish more mentorships in 
industry. 
The integrated nature of communications will lead the way in the future and 
includes all forms- print, web, electronic, animation and branding. We've had 
the term visual in our firm's name for 25 years and for at least the past 10 
years we're feeling it does not begin to include all we do. We're phasing out 
that term. It might be helpful for you to consider the same. 
I am a sole proprietor with an associate's degree from MATC in 1972 when 
we called it commercial art. I don't care what you call it as long as it's 
understandable and universally accepted. 
Attitude is key. We look for people who have potential and have the 
willingness to develop that potential here at our company. 
Visual Communications may be an acceptable title. However, it is too generic 
to describe the focused skills that I require. Same goes for most of the names 
on this list. They don't indicate the focus of skills I may be seeking. 
The curriculum is much more important that the program title. When hiring, I 
am interested in the experience and self-initiative of the applicant, not the 
particular program they have studied. 
People need to be flexible in their skill sets. 
Design is more than a set of tools of programs. It is a trained eye, sensitivity 
to the audience, and ability to produce a product efficiently and without error. 
To me, a 2-year degree indicates technical skills, not necessarily creative skill 
or honed style. 
Really depends on individual's experience/talent/personality more than a 
specific degree. A lot of people in this field learn more on the job (in my 
opinion). 
Our organization is a non-profit hobby group that promotes and educates the 
public in the hobby of model railroading. Trainfest is the name of our annual 
show at the Wisconsin State Fair Expo Building. We use 200,000 sq. ft. of 
exhibition space for our annual show and 17,000 people saw the 2005 show. 
We use radio, direct mail and community newspapers to promote Trainfest. 
This survey reads like it was created to satisfy the political needs of people 
who are out of touch with our industry. 
It always comes down to communication first. 
I have limited response to this because we went from being typographers 15 
years ago with 23 employees into pre-press production in color separations 
with 5 employees to a specialty business of nitch marked silk screening, 
specialized proofing with 1 employee besides myself who has become 
basically a broker, consultant in most areas of printing (i.e. lithe screen, web, 
large format, and anything else I can help the customer with.) 
Make sure your 2-year program includes traditional art courses for a good 
grounding point, line, shading, sketching, and perspective 
drawing/illustration. 
It's important that all students understand the business aspects. They also 
should have strong verbal communication skills. It's a complex job today that 
requires a person that can offer more than creative. 
I work in the print media and the skill sets needed production and creative 
have changed. We need some young people who can learn quickly and keep 
up to date. 
The technology has increased the obstacles and opportunities in our industry. 
Talent, problem-solving ability, business sawy, personality, still make the 
difference. "Design desire" I used to call it. Passion it is. 
